Abstract-The main purpose of this research is to show how social media influence the consumption behaviors of university students in Turkey. This research is designed as a "screening model". Screening models are research approaches that aim to describe the past or present as it exists. It is tried to define an event, individual or object under investigation as it is and, as if it is within its own conditions. No attempt is made to change or influence them in anyway. Social media has provided new opportunities for consumers to socialize online. Consumers have thus made social media a part of their daily lives. The increasing number of social media users worldwide is one of the most important indicators of this. The general status of the Internet allows individuals to use social media from e-mail to Twitter and Facebook, and interact without the need for physical meetings. The purpose of this research is to assess the effect of social media on consumer behaviors of university students, who are themselves consumers and social media users. In conclusion, the aim is to investigate the effect of using social networks on the pre-purchase consumer behavior of university students in social media.
I. INTRODUCTION
Consumers have made social media a part of their daily lives. The increasing number of social media users worldwide is one of the most important indicators of this. Social media marketing is a new marketing approach based on a process in which the consumer has a high level of right to speech, people can easily speak with each other, and the reaction of the opponents can be determined and acted upon. Social media is an environment where businesses can easily meet with customers and potential consumers. The ability of people to use the internet and the web tools in general, thanks to today's technology, also makes it easier for businesses to undertake their promotion efforts. Social media has become an important tool that businesses can use to build brand loyalty. Erdoğmuş and Çiçek reached the conclusion that it would be beneficial for businesses that want to establish brand loyalty to consumers to be involved in social media in many platforms and to reach social media users with different applications [10] . message to reach a group as much as a means of expression [19] .
b. User Dimension of Social Media
User-created media, also used as consumer-driven content is defined as the new type of online information source that users create, become members of, disseminate and use for the purpose of obtaining information about products, brands, services, people or interests and informing other users [13] . It has three characteristics and these are publishing obligation, creative effort, and being independent of professional routines and practices [21] .
c. Technological Dimension of Social Media
The initial aim of web sites established in the first period is only to exist in this new platform. In this way, users on this platform will get the chance to view the information they want, when they want it. Rapid developments in technology and the fact that people start to spend more time on the internet as a user has forced the Web to shift to a social direction [17] .
B. Social Media Tools
Social media tools differ from each other in some aspects. Social media tools with a basic understanding of sharing userbased content; Blogs, media sharing sites, and social networks. The main social media sites can be summarized as follows:
Social media tools, which have a basic understanding of sharing user-based content, can emerge as sites with different features such as blogs, media sharing sites, and social networks. The main social media sites can be summarized as follows:
Blog: Blogs are defined as tools that direct users social sharing and engagement. Blog is a kind of content management system that allows anyone to easily publish short articles called messages. Microblog: This is a customized blog type. Microblogging is a website format for publishing short updates using online tools such as Twitter, Plurk, and Jaiku, generally with 140 characters or less [12] . Media Sharing Sites: Media sharing sites allow users to create and upload multimedia content called user-based content [26] . Twitter: It was founded in 2006 and was first used for intracompany instant messaging and connectivity [6] . Wikies: Wikies are defined as collaborative websites that allow users to add and edit content [10] .Podcasting: Podcasting publishes audio and video files on the Internet and broadcast a "push" if the user has the multimedia hardware application [18] . Photo, Music, Video Sharing Sites: As a result of the fact that almost everyone has electronic devices such as computers, digital cameras and photographic machines, internet users have the ability to accumulate plenty of photos, videos and similar content. Internet users have been able to share photos and videos that they have produced with their own content sharing sites or within other web sites, and have been able to vote, comment, and follow other photos and videos. Facebook: It is a member-based internet community that allows users to upload various profile information like username, photo, send public or private online messages, and communicate with other users in the system in several ways like online photo sharing [5] . In a social media environment, marketing managers have the opportunity to develop social media programs that will deal with brand awareness, brand loyalty and word of mouth communication. Hoffman and Fodor proposed various measurement criteria in Table 1 for different social media platforms for these purposes [4] .
C. Consumer and Consumer Behavior Concept
According to Article 3 of the Consumer Protection Law, the consumer is a "real and legal person who acquires, uses or makes use of a good or service for commercial or nonprofessional purposes" [5] . According to McNeal, the consumer is the person who plays a role in any of the prepurchase, purchase and postpurchase processes [23] .
Consumer behaviors are the ones that include the decisionmaking process, dispositions, searching, selecting, purchasing, using and disposing of products and services that will satisfy the consumer's wishes and needs. Consumer behavior, when taken into account with the most general meaning, involves the emotional, mental and behavioral activities of the consumer throughout the process of purchasing, using and disposing of products, services and ideas in order to satisfy needs and desires [15] . The reasons for consumption are based on both the product's color, form, packaging, etc. and the consumer's social position, conscious or unconscious passion. For this reason, the producer can direct the consumer in the direction he intends [14] .
D. Consumer Behavior in Social Media
Social media changes the decision-making process in consumer purchase behavior and adds a new factor that businesses cannot control to this process [7] . In social media, consumers both influence other users and are influenced by other users. In this sense, it is possible to say that social media has an impact on consumer behavior. Durukan, Bozacı and Hamsioğlu's study on consumption behaviors in social media tools has divided these behaviors into three. These are [17] ;
• Behaviors that affect consumption (positive word of mouth communication, negative oral word of mouth communication, opinion leadership) • Behaviors influenced by others about consumption (searching for information about products, researching friends' thoughts) • Use social media as a communication tool for consumers to decide when to decide a purchase and to report complaints, dissatisfaction and satisfaction with companies. In this context, demographic, psychological, sociocultural and situational factors affecting consumer behaviors are taken into consideration together with their effects on social media.
Demographic Factors:
Consumers with different age, gender, educational background, geographical location, occupation or income may have similar or different purchasing or social media usage behaviors according to these characteristics [17] ..
Psychological Factors:
Variables such as learning, motivation, perception, personality and attitude are the sublayers of the psychological factor [9] . Consumers in social media care about those contents that appeal to them in a personal or emotional sense. In this sense, it can be said that the content in the social media has a psychological dimension. Psychological reactions of social media users to wards content are acknowledging, paying attention, appreciating, trusting, praising and being apart of a group [22] .
Socio-Cultural Factors:
Social and cultural factors are the factors that affect consumer behavior. This topic, which is considered as social or socio-cultural factors in the literature, is handled together with concepts such as family, groups, advisory group, social class, culture [22] . In social media tools, the communication that occurs as a result of users talking to other users directly and indirectly affects them. Indirect effect is manifested by contributing to product development, while direct effect occurs when users deciding to purchase [25] .
Situational Factors:
Situational factors are the factors related to how consumers will behave in different situations. Situational factors can be classified into five subgroups as physical effects, social environment, time dimension, goal dimension, emotional state, facilitating elements [17] .
II. METHODOLOGY

A. Purpose and Scope of the Study
The main purpose of this research is to show how social media influence the consumption behaviors of university students in Turkey. The other purpose of the research are to determine the frequency with which social media is used by university students and to assess the extent to which social media instruments generally influence participants' consumer behavior before and after purchase. It is expected that the results of the survey will provide marketing professionals, social media users and businesses with benefits in terms of consumer behavior in social media. The scope of the researcher is to determine the usage and the degree of influence of consumers who use social media in Turkey.
B. Model of the research
This research is designed as a "screening model". "Screening models are research approaches that aim to describe the past or present as it exists. It is tried to define an event, individual or object under investigation as it is and, as if it is within its own conditions. No attempt is made to change or influence them in anyway " [19] .
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C. Population and Sample
Social media environments are online environments in which users have different demographic characteristics. Population of the study consists of students at Gaziantep University who have different demographic characteristics and use one or more social media tools and the sample consists of the students of Nizip Faculty of Education. A total of 362 university students participated in the research.
D. Data Collection Tool
As a data collection tool, 9 separate scales for determining social media usage levels, 2 separate scales for determining consumer behaviors, and a form for determining how much the social media tools affected purchase behavior were used together with descriptive information [17] . Expressions related to scales were used unchanged. It is seen that İşlek calculates the reliability coefficients of the scale for determining the level of social media usage in the study. The reliability coefficients calculated by İşlek are given below.
. 
E. Statistical Analysis of Data
The data obtained in the study were analyzed using SPSS (Statistical Package for Social Sciences) for Windows 22.0 program. Number, percentage, mean, standard deviation were used as descriptive statistical methods in the evaluation of the data.
Scores of scale dimensions are evaluated between 1 and 5. For the purpose of calculating the distribution range, Distribution range = Maximum value -Minimum value / Number of degrees formula is used. This range is 4 points wide. This width was divided into five equal widths, ranging from between 1.00 -1.79 "very low", between 1.80 -2.59 "low", between 2.60 -3.39 "medium", between 3.40-4.19 "high", between 4.20 -5 " very high".
The t-test was used to compare quantitative continuous data between two independent groups, and One way Anova test was used to compare quantitative continuous data between two independent groups. The Scheffe test was used as a complementary post-hoc analysis to determine the differences after the Anova test.
Among the continuous variables of the study, Pearson correlation and regression analysis were applied. Correlation analysis is applied to determine the strength (degree) and direction of the linear relationship between continuous variables. To determine the causality relation between the continuous variables of the study, regression analysis is applied to estimate the value of the dependent variable which is hardly obtained by using the independent variables (http://www.istatistikanaliz.com/regression_analizi.asp). The findings were evaluated in 95% confidence interval and 5% significance level.
F. Findings and Comments
In this section, the findings obtained from the analysis of the data collected through the scales of the students participating in the research are presented for the solution of the research problem. Explanations and interpretations were made based on the findings obtained. Table 4 shows the distributions of the answers given by the students who participated in the research about the Consumer Behavior in Social Media. When the responses of students participating in the survey on the Consumer Behavior in Social Media are examined;
18,0% (n = 65) of the students answered as strongly disagree for the statement "I Make a Research Related to the Product Service in Social Media Before Purchase It", 12,4% (n = 45) disagree, 21,0% (n = 76) neutral, 19,9% (n = 72) agree and 28,7% (n = 104) strongly agree. It has been determined that the students' agreement level with the statement "I Make a Research Related to the Product Service in Social Media Before Purchasing It" was medium (3,290 ± 1,453).
It was seen that 22,9% (n = 83) of the students answered as strongly disagree for the item "I Make Research About Consumer-Generated Information Related to the Product to be Purchased in Social Media" , 22,9% (n = 83) disagree, 29,6 (n= 107) neutral, 14,6% (n = 53) agree, and 9,9% (n = 36) strongly agree. It was determined that the students' agreement level with the statement "I Make Research About ConsumerGenerated Information Related to the Product to be Purchased in Social Media" was medium (2,658 ± 1,256)
For the item "I Make Research About Seller-Generated Information Related to the Product to be Purchased in Social Media", 35,6% (n = 129) of the students answered as strongly disagree, 26,0% (n = 94) disagree and 22,7% (n = 82) neutral, 9,4% (n = 34) agree, and 6,4% (n = 23) strongly agree. The students' agreement level with the statement "I Make Research About Seller-Generated Information Related to the Product to be Purchased in Social Media" was found to be low (2,249 ± 1,214). 22,7% (n = 82) of the students answered as strongly disagree for the item "I Make Research About Recommendations Made by People I Know Before Related to the Service Product I will purchase in Social Media", 16,9% (n = 61) disagree, 24,9% (n = 87) neutral, 18,8% (n = 68) agree and 17,7% (n = 64) strongly agree. The students' agreement level with the statement "I Make Research About Recommendations Made by People I Know Before Related to the Service Product I will purchase in Social Media" was found to be medium (2,920 ± 1,403).
For the item "I Make Research About Recommendations Made by Users Who Are Popular in Social Media (follower, friend) Related to the Service Product I will purchase in Social Media", 38,1% (n = 138) of the students answered as strongly disagree, 21,3% (n = 77) disagree, 19,9% (n = 72) neutral, 9,9% (n = 36) agree and 10,8% (n = 39) strongly agree. It was determined that the students' agreement level wit the statement "I Make Research About Recommendations Made by Users Who Are Popular in Social Media (follower, friend) Related to the Service Product I will purchase in Social Media" was low (2,340 ± 1,355).
It was seen that 32,6% (n = 118) of the students answered as strongly disagree for the item "I Wait for a Company Brand in Social Media to Communicate with Me" , 19,1% (n = 69) disagree, 22,4% (n = 81) neutral, 12,7% (n = 46) agree and 13,3% (n = 48) strongly agree. The students agreement level with the statement "I Wait for a Company Brand in Social Media to Communicate with Me" was found to be low (2,550 ± 1,398).
For the item "I Participate in Campaigns Organized by Companies in Social Media", 51,1% (n = 185) of the students answered as strongly disagree, 18,0% (n = 65) disagree, 14,6% (n = 53) neutral, 6,6% (n = 24) agree and 9,7% (n = 35) strongly agree. The students' agreement level with the statement "I Participate in Campaigns Organized by Companies in Social Media" was found to be low (2,058 ± 1,340). 48,9% (n = 177) of the students answered as strongly disagree for the item "I If I am Satisfied with the Product Service I Purchase, I Recommend Other Users to Purchase It in Social Media", 18,5% (n = 67) disagree, 18,5% (n = 67) neutral, 7,7% (n = 28) agree and 6,4% (n = 23) strongly agree. It was seen that the students' agreement level with the statement "I If I am Satisfied with the Product Service I Purchase, I Recommend Other Users to Purchase It in Social Media" was low (2,041 ± 1,248).
For the item "I If I am not Satisfied with the Product Service I Purchase, I Recommend Other Users Not to Purchase in Social Media", 43,4% (n = 157) of the students answered as strongly disagree, 18,5% (n = 67) disagree, 22,1% (n = 80) neutral, 8,0% (n = 29) agree, and 8,0% (n = 29) strongly agree. The students' agreement level with the statement "I If I am not Satisfied with the Product Service I Purchase, I Recommend Other Users Not to Purchase in Social Media" was found to be low (2,188 ± 1,291). Table 5 shows the distributions of the answers given by the students who participated in the research about how much social media tools affect the purchase decision. When the answers given by the students who participated in the research about how much social media tools affect the purchase decision are examined;
It was found that 67,7% (n = 245) of the students answered as never affects for the item "Blog", 61,3% (n = 222) of the students answered as never affects for the item "Microblog (twitter)", 34,5% (n = 125) of the students answered as never affects for the item "Social Network (facebook, Google Plus)", 18,0% (n = 65) partly affects, 26,5% (n = 96) affects, 19,3% (n = 70) affects much, and 1,7% (n = 6) affects very much. It was determined that the students' agreement level with the item "Social Network (facebook, Google Plus)" was low (2,356 ± 1,187). It was found that 38,7% (n = 140) of the students answered as never affects for the item "Media Sharing Sites (youtube, Flickr, Slideshare)" , 17,7% (n = 64) partly affects, 22,9% (n = 83) affects, 19,6% (n = 71) affects much, and 1,1% (n = 4) affects very much. It was determined that the students' agreement level with the item "Media Sharing Sites (youtube, Flickr, Slideshare)" was low (2,268 ± 1,197 ).%53,6 (n = 194) of the students answered as never affects for the item "Wikies (wikipedia)", 15,7% (n=67) partly affects, 16,9% (n = 61) affects, 12,4% (n = 45) affects much and 1,4% (n = 5) affects very much. The students' agreement level with the item "Wikies (wikipedia)" was found to be low (1,923 ± 1,151).
It was seen that 69,3% (n = 251) of the students answered as never affects for the item "Social Marking and Labeling Sites (stumbleupon, Reddit)", 14,4% (n = 52) partly affects, 10,5% (n = 38) affects, 5,2% (n = 19) affects much, and 0,6% (n = 2) affects very much. The students' agreement level with the item "Social Marking and Labeling Sites (stumbleupon, Reddit)" was found to be very low (1,533 ± 0,918). 52.9% (n = 189) of the students answered as never affects for the item "Online Communities (forums, dictionaries)", 19,9% (n = 72) partly affects, 19,9% (n = 72) affects, 6,9% (n = 25) affects much, and 1,1% (n = 4) affects very much. The students' agreement level with the item "Online Communities (forums, dictionaries)" was found to be low (1,848 ± 1,038). For the item "Podcast", 72,7% (n = 263) of the students answered as never affects, 13,8% (n = 50) partly affects, 8,6% (n = 31) affects, 4,1% (n = 15) affects much, and 0.8% (n = 3) affects very much. It was found that the students' agreement level with the item "Podcast" was found to be very low (1,467 ± 0,878). 71,3% (n = 258) of the students answered as never affects for the item "Virtual Worlds (knight Online, Wow, Second Life)", 15,2% (n = 55) partly affects, 8,6% (n = 31) affects, 4,4% (n = 16) affects much, and 0,6% (n = 2) affects very much. The students' agreement level with the item Virtual Worlds (knight Online, Wow, Second Life) was found to be very low (1,478 ± 0,869). Regression analysis done with the aim of determining the cause-and-effect relationship between the usage of blog, microblog, social networking, media sharing site, wiki, social marking and labelling site, online communities, podcast, virtual worlds and consumer behavior before purchase in social media was found to be statistically significant (F = 16,797, p = 0.000 <0.05). The relationship (the power of explanatories) with the variables the usage of blog, microblog, social networking, media sharing site, wiki, social marking and labelling site, online communities, podcast, virtual worlds with as a determinant of consumer behavior before purchase in social media, was found to be strong (R 2 = 0,283). The level of social network usage by the students increases the level of consumer behavior before purchase in social media (ß = 0,224). The level of media sharing sites usage by the students increases the level of consumer behavior before purchase in social media (ß = 0,153). The level of online communities usage by the students increases the level of consumer behavior before purchase in social media (ß = 0,221). Regression analysis done with the aim of determining the cause-and-effect relationship between the usage of blog, microblog, social networking, media sharing site, wiki, social marking and labelling site, online communities, podcast, virtual worlds and consumer behavior after purchase in social media was found to be statistically significant (F=26,584; p=0,000<0.05). The relationship (the power of explanatories) with the variables the usage of blog, microblog, social networking, media sharing site, wiki, social marking and labelling site, online communities, podcast, virtual worlds with as a determinant of consumer behavior after purchase in social media, was found to be strong (R 2 =0,389). The level of microblog usage by the students increases the level of consumer behavior after purchase in social media (ß=0,110). The level of social network usage by the students increases the level of consumer behavior after purchase in social media (ß=0,153). The level of media sharing sites usage by the students increases the level of consumer behavior after purchase in social media (ß=0,233). The level of wiki usage by the students does not affect the level of consumer behavior after purchase in social media (p = 0.063> 0.05). The level of virtual world usage by the students increases the level of consumer behavior after purchase in social media (ß=0,256).
III. CONCLUSION AND DISCUSSION
The majority of the university students participating in the research in Turkey spends maximum 5 hours a week on the internet and social media. In this case, it can be said that the participants' intention to go online is to follow social media. On the other hand, the tool used by the participants to go online is overwhelmingly smart phone. The fact that university students who make up the young part of our society use mobile phones for the internet that deeply affect our lives in the dynamic lifestyle of modern-day, reveals the importance and functionality of smartphones once again.
According to responses to the items about consumer behavior in social media, university students are influenced by social media research during the decision-making phase of purchase behavior and pay particular attention to the comments of individuals who have this product on the product they will purchase, and to the ideas of people whom they know about the product. In other words, university students are researching social media while purchase a product and rely on social media to get ideas and thoughts of people whom they know or not about the product they will purchase.
When we look at the answers given to the items about how much social media tools such as blog, twitter, facebook, google plus, youtube, flickr, slideshare, wikipedia, stumbleupon, reddit, forums, dictionaries, knight online and wow affect the purchase decision, it is seen that students are affected by none of these tools while purchase. It can be argued that other elements other than the social media tools are influential on purchase behavior of university students in the light of the findings. On the other hand, it can be said that the use of social networking, media sharing sites and online communities have a positive effect on university students' pre-purchase consumer behavior. Finally, the use of microblogging, social networking, media sharing sites, online community and virtual worlds have a positive effect on university students' consumer behavior after purchase in social media. In this context, the usage level of social marking and labeling site has a negative effect on the consumers' behavior after purchase in social media.
The suggestions that can be made on the findings are as follows; (I) social media stands out as a heavily used tool by consumers, and the level of consumers' use of social media tools and the level of their influence are parallel to each other. In this context, it is essential that businesses, institutions and all institutional structures exist in the social media environment for marketing activities, (ii) enterprises should organize their social media campaigns taking into account that there is a positive relationship between consumers' behavior before and after purchase; (iii) Companies should share introductory information about products / services, brands and companies in their social media tools, taking into account that consumers conduct research on products / services in their social media tools; (iv) businesses should use social media tools at the point of marketing communication as soon as possible, in line with the fact that consumers indicate that social media is the right place to communicate with consumers.
